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Practicing
CPA

MAY 1981

An AICPA publication for the local firm

CLIENT SEMINARS FOR PRACTICE DEVELOPMENT
Client seminars can be a very effective means of
practice development. They can get clients, pros
pects and referral sources together and build
closer relationships. Also, by concentrating on
client-centered topics, seminars can offer a forum
for participants to get answers to their questions
and find solutions to their problems. Seminars
can condense and focus a CPA firm’s marketing
efforts. They enable the firm to show off its
strengths in specific areas and subtly promote its
full service capabilities.
If seminars are to fulfill the purpose of gen
erating new business for the CPA firm, and not
just be an excuse for a party, they must be care
fully planned and discussion topics and seminar
participants carefully selected. A presentation by
James D. Fussell, CPA, of Charlotte, North Caro
lina, at the AICPA’s practice management confer
ence in Las Vegas last year, covered many of the
key factors in the development of a seminar. Let’s
look at a few suggestions based on comments at
that session.
The first step should be to form a development
team comprised of people who are particularly
knowledgeable about the subject selected for dis
cussion at the seminar. Then, since there are many
details involved, appoint a coordinator to ensure
that everything is ready on time. A considerable
amount of material must often be prepared. Not
only will you need announcement letters, invita
tions and, perhaps, other advance mailing mate
rials, but you may also want discussion leaders’
manuals, handouts or visual aids such as slides
and flip charts.
There are decisions to be made, such as where
and when the seminar will be held, what the room
arrangements will be and who will be the discus
sion leaders. And don’t forget to order refresh

ments (or even meals if necessary), place cards and
name tags.
The topics selected for discussion must be time
ly, specific as to problems and solutions, and
directly related to the participants' field of inter
est. The subjects can be technical, nontechnical
or of a self-help nature such as time management.
This is an excellent opportunity to demonstrate
your firm's competence in a particular area.
Whom should you invite?
Let’s assume, for example, that the subject to be
discussed at a particular seminar is one that is of
interest to financial institutions. So, start by mak
ing a list of all the financial institutions in your
service area organized by size and type. Make a
note of the names of decision makers in these
organizations and of referral sources. You should
also note whether or not these people are known
personally by your partners and staff.
You can then identify possible participants by
first reducing the list to include only those people
who would be interested in the discussion topic
you have selected and then reduce it further to a
blend of clients, prospects and referral sources.
The number of participants should be limited to a
group that can be easily handled by the facility
and discussion leader(s) and that will permit easily
developed relationships. Perhaps 20 people are
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about right. So, if further reduction of the names
on your list is needed, eliminate people unknown
to partners and staff. However, don't just select
clients and their good friends or your good friends.
Create a good mix of personalities, friends and
acquaintances.
When you have made your final selections, send
invitations and arrange for someone to monitor
acceptances. Send advance mailings to those who
accept, and prepare place cards and name tags.
When participants arrive for the seminar, have
staff greet them. Introduce participants, and make
sure partners and staff join the group for lunch
(if you are having one) or at the cocktail party.
The actual format of the seminar should be one
that allows you to establish the relationship of the
problem (the discussion topic) with the partici
pants. You are trying to solve clients’ problems,
so don’t just give examples. Present case studies
that relate to the participants as a group.
The idea is to obtain the total involvement of
participants. There should be group discussions
of the cases. In fact, good discussion is a must.
How does all this relate to new or additional
business? Your goal in holding the seminar is to
develop referral sources. Suppose for example,
that the participants are regional investment com
panies involved in venture capital investments.
You can offer services such as audit and tax ad
vice that not only can improve their clients’ wel
fare but can also reduce the risk of investment to
the venture capital firms. Their clients can be
come your clients. Seminar topics that come to
mind for participants such as these would include
tax planning for closely-held corporations, and
cash management, and financial analysis and
planning for small- to medium-size businesses.
Shortly after holding the seminar, follow up
with letters to all who were invited (the partici
pants and no-shows). Make phone calls to those
with whom warm acquaintances were made and
develop friendships. Put participants on the mail
ing list for your client newsletter.
You need a strategic marketing plan if your

seminars are to be an efficient practice develop
ment tool. Draw up a position statement and
analyze your firm's present situation, its strengths,
weaknesses and the problems and opportunities
confronting it. Devise a plan of action listing the
objectives of your marketing effort and the role
that seminars will have in helping you capitalize
on your strengths.
If your seminars are to work, do them well.
Form seminar development teams, pick good sites,
prepare good materials, select good discussion
leaders and encourage good dialogue. Above all,
get your partners and staff to mix with partici
pants. Ask yourself if you would have enjoyed the
seminar and been impressed had you been a par
ticipant. If you can answer yes, then you are well
on the way to making your seminars an effective
means of practice development.

Local Firm Recruiting Brochure
The AICPA has published a recruiting brochure
that will be offered to state societies for distribu
tion to schools and universities in their states.
(Reasonable quantities are also available free to
members from the AICPA order department.)
While it is not intended as a firm recruiting bro
chure (although firms can use it that way if they
wish), the leaflet will help bring to the attention
of students who have already decided on a public
accounting career the opportunities available in
local firm practice.
In the brochure, partners and staff from a wide
variety of local firms describe the type of work
they do and the environment in which they do it.
This will remind professors and students that lo
cal firms offer interesting, challenging careers.
The brochure, which was developed by the
AICPA management of an accounting practice
committee, has some tips to help students locate
local firms, and mentions several points that
should be discussed at interviews to find out if
their goals and a firm’s goals are compatible.
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Highlights of Recent Pronouncements
FASB Statements of Financial
Accounting Standards (SFASs)

No. 47 (March 1981), Disclosure of Long-Term
Obligations
□ Requires disclosure of commitments under
unconditional purchase obligations that are
associated with suppliers' financing arrange
ments; identifies information to be dis
closed.
□ Requires disclosure of future payments on
long-term borrowings and redeemable stock.
□ Effective for fiscal years ending after June
15,1981.

No. 46 (March 1981), Financial Reporting and
Changing Prices: Motion Picture Films
□ Supplement to SFAS no. 33 regarding mo
tion picture films.
No. 45 (March 1981), Accounting for Franchise Fee
Revenue
□ Extracts the specialized accounting princi
ples and practices from the AICPA Industry
Accounting Guide, Accounting for Franchise
Fee Revenue, and establishes accounting and
reporting standards for franchisors.
□ Requires that franchise fee revenue from in
dividual and area franchise sales be recog
nized only when all material services or con
ditions related to the sale have been substan
tially performed or satisfied by the fran
chisor.
□ Establishes accounting standards for contin
uing franchise fees, continuing product sales,
agency sales, repossessed franchises, fran
chising costs, commingled revenue, and rela
tionships between a franchisor and a fran
chisee.
□ Effective for fiscal years beginning after June
15,1981.
No. 44 (December 1980), Accounting for Intangible
Assets of Motor Carriers
□ Amends Chapter 5 of ARB no. 43 and inter
prets APB Opinion nos. 17 and 30 to address
questions raised by enactment of the Motor
Carrier Act of 1980.
□ Requires unamortized costs of motor carrier
intangible assets representing interstate
rights to transport goods with limited com
petition be charged to income and, if mate
rial, reported as an extraordinary item.
□ Does not affect accounting for other intangi
ble assets of motor carriers.
□ Effective on December 19, 1980, for periods
ending after December 15, 1980.

No. 43 (November 1980), Accounting for Compen
sated Absences
□ Requires accrual of employees’ rights to re
ceive compensation for future absences
when certain conditions are met.
□ Effective for fiscal years beginning after De
cember 15, 1980. Accounting changes to con
form to the statement are to be applied
retroactively.

No. 42 (November 1980), Determining Materiality
for Capitalization of Interest Cost
□ Amends FASB Statement no. 34 to clarify
that Statement no. 34 does not establish new
tests for materiality.
□ Effective for fiscal years beginning after De
cember 15,1979.
Nos. 41 and 40 (November 1980) and no. 39 (Oc
tober 1980), Supplements to SFAS no. 33 (Septem
ber 1979), Financial Reporting and Changing
Prices
□ Provide guidance to companies in the real
estate, forest-products and oil and gas in
dustries on implementation of SFAS no. 33.
□ Implementation of SFAS no. 33 is required
for public companies with either inventories
and property, plant and equipment (before
deducting accumulated depreciation) of over
$125 million or total assets of over $1 billion
(after deducting accumulated depreciation).
□ SFAS no. 33 requires no changes in the basic
financial statements (including notes); re
quires supplementary information on the
effects of general inflation and on price
changes of certain specific types of assets.

No. 38 (September 1980), Accounting for Preac
quisition Contingencies of Purchased Enterprises
□ Amends APB Opinion no. 16 to specify how
an acquiring enterprise should account for
contingencies of an acquired enterprise that
were in existence at the purchase date and
for subsequent adjustments resulting from
those contingencies.
No. 37 (July 1980), Balance Sheet Classification
of Deferred Income Taxes (amends APB no. 11)
□ Amends APB Opinion no. 11 to clarify how to
classify deferred income tax charges and
credits in a classified balance sheet.

No. 36 (May 1980), Disclosure of Pension Informa
tion
□ Amends APB Opinion no. 8 to include dis
closure of actuarial present value of accumu
lated plan benefits and pension plan assets
available for those benefits, both as deter
mined under SFAS no. 35.
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FASB Interpretations
No. 34 (March 1981), Disclosure of Indirect Guar
antees of Indebtedness of Others (interprets SFAS
no. 5)
No. 33 (August 1980), Applying FASB State
ment no. 34 to Oil and Gas Producing Operations
Accounted for by the Full Cost Method (interprets
SFAS no. 34)

Statements on Auditing Standards
No. 38 (......... 1981), Letters for Underwriters
□
Supersedes SAS no. 1, section 630.
□ Changes are in response to SEC revisions of
reporting requirements and changes in pro
fessional standards relating primarily to re
views of interim financial information.
No. 37 (........ 1981), Filings Under Federal Securi
ties Statutes
□ Supersedes SAS no. 1, section 710.
□ Provides guidance for the accountant when
his report based on a review of interim finan
cial information is presented or incorpo
rated by reference in a filing under the Secu
rities Act of 1933.
No. 36 (........ 1981), Review of Interim Financial
Information
□
Supersedes SAS no. 24.
□ Changes are in response to the SEC's revi
sions to Regulation S-K and deal with the
effects on the auditor’s report when interim
financial information accompanies audited
financial statements.
□ Guidance in SAS no. 24 on the accountant's
procedures for a review of interim financial
information and the form of the accountant’s
review report are unchanged.
No. 35 (........ 1981), Special Reports — Applying
Agreed-Upon Procedures to Specified Elements,
Accounts, or Items of a Financial Statement
□ Amends SAS no. 14, paragraphs 15-17 to per
mit an accountant's report to be accompa
nied by an entity’s financial statements and
amends the language of the illustrative re
ports.
No. 34 (March 1981), The Auditor’s Considerations
When a Question Arises About an Entity’s Contin
ued Existence
□ Provides guidance on the auditor’s consider
ations when information comes to his atten
tion that raises a question about an entity’s
ability to continue to exist.
□ Discusses the effects on the auditor’s report
and presents illustrative reporting language.
No. 33 (October 1980), Supplementary Oil and
Gas Reserve Information

□ Provides guidance in implementing proce
dures specified in SAS no. 27 regarding SFAS
nos. 19 and 25 and disclosure of oil and gas
reserve information required by the SEC.
No. 32 (October 1980), Adequacy of Disclosure in
Financial Statements
□ Supersedes SAS no. 1, section 430. Retains
basic concepts of section 430. However, up
dates guidance to achieve consistency with
authoritative pronouncements issued subse
quent to section 430 (e.g., SAS nos. 12 and 17,
and FASB Statement no. 5).

No. 31 (August 1980), Evidential Matter
□ Discusses the nature of assertions by man
agement that are embodied in financial state
ment components and the use of assertions
in developing audit objectives and designing
substantive tests.
□ Discusses the nature, competence, sufficiency
and evaluation of evidential matter.
□
Supersedes SAS no. 1, section 330.
No. 30 (July 1980), Reporting on Internal Account
ing Control
□ Describes procedures to apply in various
types of engagements to report on an entity’s
system of internal accounting control, and
the different forms of report to be issued in
connection with such engagements.
□
Supersedes SAS no. 1, section 640 and 641.

No. 29 (July 1980), Reporting on Information Ac
companying the Basic Financial Statements in
Auditor Submitted Documents
□ Provides guidance on the form and content
of reporting when an auditor submits to his
client or to others a document that contains
information in addition to the client’s basic
financial statement and the auditor’s stand
ard report thereon.
□ Supersedes SAS no. 1, section 610, "LongForm Reports.”
No. 28 (June 1980), Supplementary Information
on the Effects of Changing Prices
□ Provides guidance in implementing proce
dures specified in SAS no. 27 regarding in
formation required by SFAS no. 33.

Statements on Standards for
Accounting and Review Services
No. 2 (October 1979), Reporting on Comparative
Financial Statements
□ Establishes standards for reporting on com
parative financial statements of a nonpublic
entity when the statements of one or more
periods presented have been compiled or
reviewed in accordance with SSARS no. 1.
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This Year's MAP Conferences

Last year over one thousand practitioners, a rec
ord number, attended the AICPA’s practice man
agement conferences. This year’s series will again
offer participants an opportunity to hear presen
tations by practitioners and outside consultants
to CPA firms, to ask questions and to exchange
information during small group discussions and
workshop sessions.
The annual series of four conferences is spon
sored by the AICPA’s management of an account
ing practice committee. The members of this
committee are local practitioners from firms with
gross fees ranging from 100,000 to 4 million dol
lars. The goal of the conference programs is to
address practice management problems and con
cerns that are common to all local firms.
The four conferences will be held in two clusters
this year, to make attendance at the whole series
much easier. A course manual will be mailed to
all registrants prior to each conference to help
them prepare for it and to provide materials and
support for ideas they may suggest to their part
ners. Recommended CPE credit for each confer
ence is 16 hours.
The first cluster will be held in Denver on July
6-7 and July 9-10. Firm management and adminis
tration will be covered at the first conference and
will include such topics as valuing professional
services, developing and implementing a longrange plan and managing for increased profits.
Concurrent workshops will be held on managing
a multi-office firm, the need for and function of an
office manager, and word processing applications
and equipment.
The second conference will deal with part
nerships and professional corporations. Specific
topics to be covered are partners’ compensation,
partner-staff ratios, valuation of a practice, and
noncompetition agreements for partners and
employees.
The second cluster will be held in Atlanta on
Ocober 19-20 and Ocober 22-23. Topics at the third
conference on practice growth and development
will include mergers and acquisitions, how to sell
a firm’s services, and how to grow by expanding
services to present clients. Concurrent workshops
will be held on achieving growth through govern
mental work, MAS and servicing professionals
such as doctors and lawyers, and on financing firm
growth in the eighties.
Participants at the fourth conference on people
management will hear about changes in the per
sonnel function as the firm grows and how to
improve staff motivation and productivity. They
will also be able to discuss problems in partner/

staff relationships, gearing up for a stressful busy
season, and profit sharing and pension plans for
employees.
A brochure containing registration information
is in the mail. For additional information, contact
Jim Flynn at the Institute (212) 575-6439.

Questions for the Speaker

Here is another question from the AICPA’s 1980
series of practice management conferences. The
response is by Jerrell A. Atkinson, CPA, of Albu
querque, New Mexico.
Question: Can you give some data on accounts
receivable as a ratio to billings? Also, on the con
cept of charging interest?

Atkinson: Several surveys made at management
of an accounting practice meetings and confer
ences yield this data. Information is as follows:

Accounts receivable as a percentage
of annual fees
Missouri
New Mexico
society MAP
society MAP
conference
conference
26%
25%
High
14%
13%
Low
19%
18%
Average
Work in process as a percentage
of annual fees
10%
High
4%
Low
7%
Average

17%
9%
13%

Information as of October 1980. Based on 20 firms re
porting in the New Mexico survey and 134 firms report
ing in the Missouri survey.

Charging interest? We believe in charging in
terest on past-due accounts for three reasons:
□ Clients who pay promptly are discriminated
against if you don’t charge interest.
□ Charging interest seems to speed up some
clients who pay slowly.
□ The charge covers the cost of monthly bill
ing. Our rate is 1 percent per month on ac
counts over 30 days.
Others have different opinions about charging
interest. However, we have found it to be effective
in the past five years.
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Letter to the Editor

As a relatively new but rapidly growing firm in
the Houston area, we are in the process of devel
oping several publications to convey our image
and capabilities to clients, job applicants and
business-related contacts. Consequently, we found
the article in the January issue on creating a ca
pabilities brochure very interesting in terms of
what a well-established firm can produce. How
ever, we like to think that our recruiting brochure
is a good example of what a newer firm with a
more restricted budget can create in-house. This is
what we did.
One of our accountants, who has been actively
involved in recruiting, obtained recruiting bro
chures from all sizes and types of CPA firms. From
these brochures and from sections of the AICPA
Management of an Accounting Practice Hand
book, she compiled data that specifically related
to our firm, its philosophy and objectives. Infor
mation regarding firm policies and employee ben
efits was excerpted from our staff manual.
Her first draft, based on this material, was sub
jected to thorough in-house editing. A supervisor,
one of our managers and I checked it for con
tent and clarity. Our office manager who, for
tunately for us, is a former high school English
teacher, edited the draft for grammar, punctua
tion and writing style.
The text was put onto magnetic cards in order
to make corrections easier, and final copies were
produced on a copying machine using our station
ery, report covers and a plastic binding. In addi
tion to the lower cost of producing a booklet in
house, other advantages include being able to limit
printing to the exact number of copies needed and
having them available almost immediately.
A breakdown of out-of-pocket cost for 100 cop
ies is as follows:

□
□
□
□
□
□

Stationery
Front covers
Back covers
Binding
Copy machine
Clerical time
Total cost

$48
17
10
25
5
50
$155

We saved money by not using professional writ
ers, a typesetter, a printing company, an art con
sultant or photographs. However, we were able
to produce well-written information which is the
main component in communicating the firm’s ob
jectives.
While we realize that our brochure lacks the

slick look that professional printing and art
work can provide, we think that the "fresh from
the typewriter" look of our brochure conveys the
impression of a young growing firm that is not
hesitant to compete with better-established ones.
We believe that our efforts will attract favora
ble attention to our firm in the near future, pro
ducing sufficient earnings growth to relieve our
budget constraints. We will then have our bro
chures professionally prepared to assist us to an
even greater degree in recruiting staff and in ex
panding our client base.
—Hamilton Browne, CPA
Houston, Texas

How to Win a VCR

The AICPA’s CPE division has developed a
new mini-video series in response to a recom
mendation by the special committee on smalland medium-size firms. The series—as yet un
titled—will focus on the essence and practi
cal application of significant FASB, SAARS
and SAS pronouncements as they are issued.
Each program in the series (totaling one or
two hours of group-study CPE credit), will
include a videotape and supplemental ma
terial.
What do you think would be a good name
for this series?
If you have an idea, send it, along with your
name and your firm’s name, address and
phone number to the CPE video marketing
department at the AICPA. If your title is se
lected as the one most suitable, you will win
a video cassette recorder (VCR).
Data Sheet Clarification
One of the questions asked on the income tax
data sheet that we published in the March
issue is whether the taxpayer is over 65 years
old as of 12/31/80. Several readers point out
that, for purposes of the old age exemption,
individuals are considered to be 65 even if
their sixty-fifth birthdays fall on January 1
of the year following the calendar year for
which the return is being filed. (See sec. 1.151
—1(c)(2) of the Income Tax Regulations.)
Although the data sheet gathers the neces
sary information by the request for the tax
payer’s birthdate, it would have been better
to ask clients if they are over 65 years old as
of 1/1/81.
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Quality Control and the Smaller Firm
Many practitioners seem to believe that quality
control, as defined in Statement on Quality Control
Standards no. 1, System of Quality Control for a
CPA Firm, is too costly for small firms. However,
a closer look reveals that the benefits to be derived
from having quality control standards far exceed
the cost to the firm of meeting prescribed criteria.
These benefits include assurances that your firm
□ Maintains its independence.
□ Hires capable people.
□ Accepts clients of good character and in
tegrity.
□ Keeps its staff up-to-date on technical mat
ters.
□ Meets professional standards in its services.
We could add other benefits such as improved
staff morale, lower professional liability insurance
costs, fewer audit errors that lead to client rela
tions problems, and fewer legal liability problems
and attendant damage to a firm's reputation. How
ever, the fifth item on the list, assurance that your
firm's services meet professional standards, is the
most important benefit, because just one incidence
of poor quality can destroy a firm’s credibility.
You may think that the only real benefits relate
to legal liability for bad reports and that you have
never had any problems in this area despite the
lack of a quality control system. Nevertheless, a
reputation lost may never be recovered, and that
is a great deal to trust to luck. You may also be
lieve that your present procedures are adequate
to protect you. You may be right. This is the very
reason why the cost and difficulties of setting up a
quality control system are often less than ex
pected.
Because they needed a quality control document
on joining the AICPA division for CPA firms,
*
some firms copied someone else’s draft or ac
quired one from another firm. They then continued
to operate their practices as they had in the past,
rather than follow their newly adopted documents.
After passing peer review, they were often sur
prised to receive letters suggesting revision of the
document to reflect what they actually do in their
practices. (They had expected it would be the other
way around.)
Remember, most sample documents were writ
ten with a perfect system and perfect supporting
documentation in mind; also, much of the pioneer
work was done by large firms. Smaller firms may

*The division for CPA firms no longer requires that mem
bers develop a quality control document from scratch.
Instead, a firm may describe its quality control policies
and procedures by completing a questionnaire.

need less or even no documentation, and you will
probably find that your present procedures com
ply with the requirements of Statement on Quality
Control Standards no. 1. So, make the description
of your quality control system accurately reflect
what you are doing, not what you would like to do
given the time.
If yours really is a quality firm, you already have
a quality control sysem. Write it down, covering
the first eight of the nine elements of Statement
on Quality Control Standards no. 1. This won’t
take long and has some advantages. For example,
some firms found that the system they had was
not really working when it was put in writing and
shown to staff. Also, there is more room for error
when a system is not in writing.
After each professional has reviewed it for er
rors, you will have an accurate description of the
system used in your firm. You can then check that
it meets professional standards, as set forth in
Statement on Quality Control Standards no. 1,
and your own quality control standards which
may be higher. Revisions can be made and the
document distributed so that everyone knows
what is expected. While there is no requirement
for documentation of compliance with your sys
tem, except for members of the AICPA division for
CPA firms, it is advisable. (The quality control
standards committee is presently considering this
question.)
What is the cost of developing a quality control
system? If you start from scratch, the cost could
be significant and the system might take some
months to complete. For most firms, however,
making minor modifications to an existing system
and writing it down will only take from 8 to 24
hours (spread over a few weeks) and the cost will
be insignificant. Documentation of compliance
will be an ongoing problem but, again, much is
already documented in your work papers and per
sonnel files and the increase will be minimal for
the first eight elements.
The ninth element, inspection, is the one area
of a small firm’s system that may require substan
tial change. (Most small firms probably don’t have
an inspection system.) The inspection will have to
be performed annually and the time requirement
will range from a few hours for a sole practitioner
to a week or more for larger local firms. Inspection
is the only really costly part of quality control.
Is quality control really too expensive for the
smaller firm? The truth is that lack of quality con
trol is too expensive for any firm. While the cost
is generally proportional to the size of the firm,
it is not directly so. For example, additional offices
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cause more problems than additional people do.
Quality control can appear intimidating to firms
not following a written system, but with such a
system in place and operating, cost should not
be a significant factor. As always, fear of the
unknown seems to be greater than the actual
problem.
New Program for Small Firms
The AICPA management of an accounting prac
tice committee is sponsoring a new program this
year—a conference for the smaller CPA firms. This
will be held at the O’Hare Hyatt Hotel in Chicago
on July 16-17.
While many small firms are represented at the
Institute’s regular yearly series of four practice
management conferences, the committee believes
there is a need for a conference that focuses en
tirely on the interests of the smallest practice
units.
“We’re not dictating which size firm should
attend,” says AICPA MAP committee chairman,
Jake L. Netterville. “We think the conference will
appeal to sole practitioners and firms with two to

American Institute of Certified Public Accountants, Inc.
1211 Avenue of the Americas
New York, N.Y. 10036

three partners, but each firm must decide for it
self. The MAP committee welcomes all small
firms.”
The program has been developed by the smallerfirm members of the AICPA MAP committee—peo
ple who understand the special needs and prob
lems of operating with limited staff. Participants
will hear speeches and be able to exchange views
with the speakers, their colleagues and with
AICPA MAP committee members on
□ How to manage a small firm for maximum
profitability.
□ How, when, why and whether to admit
partners.
□ Fees—one practitioner’s views on how to set
and collect them.
□
Specialization for the small firm.
□
Recruiting staff who will stay with the firm.
□
Continuity of practice.
□
Estate planning for the smaller estate.
□
Unique audit programs of small businesses.
The $185 registration fee covers course mate
rials, continental breakfasts, lunches and a recep
tion. For more information, contact Jim Flynn at
the Institute (212) 575-6439.
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